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ABSTRACT
This preliminary research studies the dimension of social network site management. It is part of a bigger research project
which aims to investigate the influence of social network site management on the creation of destination image of Thailand. As
the power of social media in the tourism industry has become stronger, it is important to understand its influence on destination
image creation. This part of research confirms three factors that can be considered main components of social site network
management that are influential to tourists’ decision to use social network sites to find travelling tips/ other tourism
information.
Keywords:

Social Network, Social Network Management, Destination Image, Thailand, Tourism.
INTRODUCTION

This paper is part of a research project which aims to investigate the influence of social network site management on the
creation of destination image, particularly that of Thailand. The impact and importance of social media on tourism industry has
grown much larger than anyone could ignore. The power of social media in the tourism industry is epitomized by TripAdvisor
and other online travel blogs. Blogging has become one of the most popular social media and networking tools [26]. Such sites
allow customers to freely discuss their travel stories and recommendations as well as complain and tell stories of bad
experiences to the world. Therefore, destination image of a specific place, defined as a set of beliefs, ideas, and impressions
that people have of place or destination, could be affected by customers’ opinions on social media. As a result, Thai tourism
enterprises as well as destination marketing organizations should pay attention to how to utilize social networking sites to
create a positive destination image.
Tourism is considered one of the most important industries in terms of economy. In Thailand, the tourism industry both directly
and indirectly contributes approximately 21.3% of the country’s GDP. This contribution varies from tourism employments and
demands for other related supplies [29]. In 2011, domestic tourism is expected to generate almost 14,400 million USD, while
expected revenue for inbound tourism is approximately 20,000 million USD (Ministry of tourism and sports, 2010). Therefore,
an understanding of how to create a clear and positive destination image of Thai tourism will contribute to the development of
Thai tourism industry and benefits the country’s economy. However, little work has been done on how web forums and blogs
are used to measure and create a destination image [28]. This research, therefore, seeks to understand the relationship between
social network site management and destination image.
This paper, however, concentrates only on understanding social network site management activities that tourists considers
important or influential to their decision to use social network sites to find travelling tips/ other tourism information. The next
section reviews the concept of destination image, the importance of social network sites to the tourism industry, and social
network site management activities. Then, research methodology is explained, and an analysis result is discussed and
concluded in the final section.

LITERATURE REVIEW
Destination Image
Destination image is defined as a set of beliefs, ideas, and impressions that people have of place or destination [14]. In other
words, image is perception or impression of a product or place and cognitive as well as affective evaluation of a product or
place [2]. Therefore, destination image can be measured by individual’s evaluation of cognitive image attributes (e.g.
unreliable or reliable infrastructures, unpleasant or pleasant nature) and affective image attributes (e.g. boring or interesting,
sleepy or arousing).
Destination image is found to be an important factor influencing the selection of vacation destinations [4]. Phelps [22]
categorized destination images into primary and secondary, depending on the information sources used. Primary images are
formed through internal information such as past experiences, while secondary images are influenced by information received
from some external sources. This means that information from external sources, such as friends and internet, mainly affect the
The Thirteenth International Conference on Electronic Business, Singapore, December 1-4, 2013
184

Kaewkitipong, Rotchanakitumnuai & Malai
image of destinations and in turn the selection of vacation destination [18]. Similarly, Baloglu and McCleary [4] state that
image is formed by two major forces: stimulus factors and personal factors. The former stems from the external stimulus,
physical object, and previous experience, while the latter is the characteristics (social and psychological) of the perceiver.
Therefore, external stimulus, particularly information and opinion from reliable sources, seems to be important and influential
on how individuals perceive an image of a particular destination.
Social Network Sites and Tourism Industry
Donath and Boyd [9] define social network sites as web-based services that allow individuals to (1) construct a public or
semi-public profile within a bounded system, (2) articulate a list of other users with whom they share a connection, and (3)
view and traverse their list of connections and those made by others within the system. This research follows the definition by
Donath and Boyd and also includes other web-based services which allow users to not only connect but share their ideas,
opinions, experiences, and knowledge in any digital formats (text, photo, or video).
The tourism industry has a close relationship with the new information and communication technologies, as the tourism
industry involves extensive information-based products (reservations and tickets), all of which can be delivered in digital
format. Besides,
a good understanding of the mechanisms for spreading information online can facilitate tourism managers (whether of a
destination marketing organization, a hotel, or any other tourism related companies) to market effectively own organization
online [5].
In the Web 2.0 era, the boundary between information producers and users is blurred, and the usual concepts of authority and
control are radically changed [19]. The use of web 2.0 tools, such as photo and video sharing, blogging and maps, before and
during trips is becoming generalized [8]. An important feature of Web 2.0 applications is its capability to allow user generated
contents. This can be highly influential in directing tourists’ choices, as the contents are primarily customers’ real experiences
(direct or indirect) and opinions [27] [3].
Web 2.0 technologies, such as social media, also play an increasingly important role as information sources for travelers [30].
Tourism operators are facing new consumers, who can easily access information and easily share their views, comments and
suggestions in an informal and collaborative way, increasing the value and influence power as determinants of choice for other
consumers [3]. In recent years, we have seen more and more tourism organizations have utilized online social network sites to
create and manage destination image. Experiences, opinions, and knowledge shared by travelers on online social networking
sites appear to be influential on both cognitive and affective images of a particular destination [6] [16]. Govers et al. [12] also
highlight that the creation of destination image has become more about two-way communication and experience sharing than
just a one-way communication from product marketers to consumers. Therefore, all tourism businesses are facing the need to
manage online social network sites in order to create a positive destination image.
Social Network Sites Management
An online social network is where a large group of people around the world can virtually get together. Its value depends
primarily on the number of members and contents that those members generate. Therefore, it is important that an online social
network provider creates and offers value that attracts existing as well as new members to join and share their experiences [7].
Similarly, organizations that utilize online social networks to communicate with their customers also need to properly manage
the social networks to attract and retain their members [15].
Prior research on online social network management highlights that online social network sites are different from other
websites. Social network site management need to focus on maintaining three components: interesting contents, users’
impressions, and good connection among users [9]. Therefore, the management of quality of content, responsiveness of
interactivity, and esthetic of multimedia design are key activities [21] [24] [25]. Most importantly, security of social network
sites should be in the top priority for management.
Social Trust is another issue that social network site managers must pay attention. Trust in service integrity and appropriate
privacy policy are found important and lead to users’ trust and willingness to share their contents/experiences in a social
network site [10] [1]. Madu and Madu [17] also found that privacy policy increase users’ trust and positively relate to
long-term relationship between users and providers.
Moreover, prior research found that online social network sites play an important role in knowledge sharing, which in turn
benefits organizations [7] [23]. Therefore, social network knowledge management should be highlighted as another key
activity. Particularly in the tourism industry, direct experiences shared by travelers are considered highly influential on other
travelers’ decisions. Online social network sites which focus on tourism related products/services should apply knowledge
management approaches to allow users to learn from and share to their network. Explicit knowledge can be easily stored and
managed by information technologies [11], leading to good relationship among users. Besides, sharing tacit knowledge, be it
technical or cognitive dimension, play an important role in developing human resource and organization as well as creating
value and innovativeness to products/services [13].
METHODOLOGY
To examine the relationship between social network management and destination image creation, quantitative research, using
questionnaire survey, is conducted with foreign tourists who traveled to Thailand. According to the department of tourism
(tourism.go.th), there were 15,936,400 foreign tourists traveled to Thailand in 2010. Therefore, referring to random sample
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sizes shown in Table 1, we plan to collect data from at least 1,068 foreign tourists to achieve level of confidence of 95% and
margin of error of  3%.

Table 1: Random Sample Sizes Required to Achieve Desired Levels of Confidence and Margin Error
Margin of Error
 1%
 2%
 3%
 4%
 5%
 50%

50%
1,140
285
127
72
46
2

75%
3,307
827
368
207
133
2

Level of Confidence
85%
90%
5,184
6,766
1,296
1,692
576
752
324
423
208
271
3
3

80%
4,096
1,024
456
256
164
2

95%
9,604
2,401
1,068
601
385
4

99%
16,590
4,148
1,844
1,037
664
7

99.9%
19,741
4,936
2,194
1,234
790
10

Source: Blankenship et al., “Random Sample Sizes Required to Achieve Desired Levels of Confidence and Margin Error,”
State of the Art Marketing Research,” (Illinois, USA: NTC Business, 1998), p. 160.
To sample 1,068 tourists, we use multistage sampling method. First, quota sampling is calculated as shown in Table 2. Second,
convenience sampling is used to sample tourists in various tourist destinations in Thailand, for example Bangkok, Hua-hin and
Pattaya.
Table 2: Quota sampling according to regions
Adjusted samples (n)

Population (N)

(%)

Calculated samples

8,167,164

51.2%

546

546

4,442,375

27.9%

298

298

Americas

844,644

5.3%

57

60

Asia

995,321

6.2%

67

67

789,632

5.0%

53

60

569,334

3.6%

38

60

Africa

127,930

0.8%

9

Total

15,936,400

100.0%

1,068

60
1,151

Regions
East

Asia

Europe
The
South
Oceania
Middle

East

* Note: when calculated samples are less than 60, the researchers adjust them to be 60 for statistical appropriateness

DATA ANALYSIS AND DISCUSSION
Demographic Data
1,261 tourists from 7 continents were surveyed. 50.2% were male and 49.8% were female. Details are shown in Table 3.
Various social network sites were used for travel information search or planning. Facebook was used by most tourists,
accounting for 29.83% of all tourists surveyed in this research. Online travel forums and travel-theme sites, such as
TripAdvisor and LonelyPlanet were also popular among the tourists; 25.49% used online travel forums and 17.72% used
travel-theme sites. Other social network sites mentioned by the tourists were personal blogs, twitter, and myspace.com.
Interestingly, only 18.8% of the tourists rated the influence of contents/knowledge gained from social network sites on their
travel-related decision making as low, while 62.8% rated it as medium and 18.4% rated it as high. This reconfirms prior
research of the importance of online social network sites in influencing travelers’ selection of destination.
Table 3: Respondent Profile
Characteristics
Gender
Male
Female

N

Percent

633
628

50.2
49.8
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Characteristics
Continent/Region
East Asia
Europe
Americas
South Asia
Oceania
Middle East
Africa
Age
< 20
20 – 30
31 – 40
41 – 50
51 – 60
61 – 70
> 70
Social Network Sites used for travel information search
Facebook
Twitter
Personal Blogs
Online travel forums
Myspace.com
Travel-theme sites (e.g. LonelyPlanet, TripAdvisor)
PengYou (Chinese Social Networking Site)
RenRen (Chinese Social Networking Site)
The level of importance that information from social network sites
influence your decision making to visit Thailand
High
Medium
Low

N

Percent

562
336
102
70
64
64
63

44.6
26.6
8.0
5.6
5.1
5.1
5.0

56
582
425
126
45
26
1

4.4
46.2
33.7
10.0
3.5
2.1
0.1

776
286
324
663
82
461
1
8

29.83
11.00
12.46
25.49
3.15
17.72
0.04
0.31

232
792
237

18.4
62.8
18.8

Table 4: An exploratory factor analysis
Items
Factor1: Trust in Social Network
Honesty to provide accurate information
Honesty to keep privacy
Honesty to provide promised service
Trustworthy of the social network sites
Users of social network sites that you used are trustworthy
Comments/ information from users of social network sites that you
used are honest
Factor2: Knowledge Management
Attractive pictures/ videos
Interaction with users
Response to questions posted
Users of social network sites are willing to share tourism
information/ traveling experience
Users of social network sites share traveling tips
Users of social network sites share pictures/ videos
Users of social network sites share traveling documents
Users of social network sites share information about chaos
Factor3: Site Management
Easy to find information
Reliable information
Up-to-date information

Factor Loading

Mean

.689
.715
.759
.763
.750
.756

5.07
4.87
4.92
4.95
5.00
5.08

.588
.739
.637
.654

5.07
4.71
4.76
4.95

.654
.762
.718
.534

5.00
4.92
4.41
4.28

.775
.813
.797

5.17
5.17
5.14

Cronbach Alpha
.927

.912

.895

For Factor1 (Trust in Social Network), the honesty of comments/information from other users in social network sites the most
influential issue to them is ranked highest with mean score of 5.08 from 7. Ranked second is an item related to “honesty to
provide accurate information” (mean = 5.07). “Users of social network sites that you used are trustworthy” and “Trustworthy
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of the social network sites” are ranked third and fourth with mean score of 5.00 and 4.95 respectively. This shows that honesty
of both users in social network sites and the social network site providers are considered important to tourists who used social
network sites to plan their trips or search for travel information.
Factor2 considers knowledge management. Sharing of attractive pictures/ videos as well as traveling tips appeared important in
managing travel-related social network sites (mean = 5.07 and 5.00 respectively). Therefore, management to provide these
contents/knowledge seems to be important or at least preferred by tourists.
Factor3 relates to site management. Social network sites should be managed to provide easy-to-find, reliable and up-to-date
information (mean score of 5.17, 5.17, and 5.14 respectively).

DISCUSSION AND CONCLUSION
This preliminary research shows that tourists do use social network sites to search for tourism information or plan their trips.
Therefore, the management of social network sites should be an important task for tourism enterprise in order to create
impression and in turn form a positive image of a particular destination. However, the relation of social network site
management sites to destination image creation is not tested in this part of research. In this research, exploratory factory
analysis is conducted to understand dimensions of social network site management.
Prior research on online social network management highlights that online social network sites are different from other
websites and that social network site management need to focus on maintaining three components: interesting contents, users’
impressions, and good connection among users [9].
This part of research confirms three factors that can be considered main components of social site network management. The
respondents were asked to rate the degree to which each item is important or influential to their decision to use social network
sites to find travelling tips/ other tourism information. From the rating score, items concerned “easy-to-find information”,
“reliable information”, and “up-to-date information” were rated highest, implying that social network site should be managed
to provide these items. Other items which have a mean score higher than 5 (from 7) are “Comments/ information from users of
social network sites that you used are honest”, “Attractive pictures/ videos”, “Honesty to provide accurate information”,
“Users of social network sites that you used are trustworthy”, and “Users of social network sites share traveling tips”. This is
consistent with [9] that interesting contents and good connection among users (including trust among them) are important.
In the next phase of our research, the relation of social network site management sites to destination image creation will be
tested and further analysis will be conducted to understand dimensions of destination image and to see which items or
dimensions of destination image that tourists consider important.

REFERENCES
[1] Acquisti, A. & Gross, R. (2006) ‘Imagined Communities: Awareness, Information Sharing and Privacy on The Facebook’,
Proceedings of the 6th Workshop on Privacy Enhancing Technologies, Cambridge, UK, 2006.
[2] Assael, H. (1984) Consumer Behavior and Marketing Action, 2nd ed., Kent Publishing, Boston,Mass.
[3] Baggio, R. & Cooper, C. (2008) ‘Knowledge management and transfer in tourism: an Italian case’, Proceedings of IASK
Advances in Tourism Research, Aveiro, Portugal, pp. 26-28.
[4] Baloglu, S. & McCleary, K. W. (1999) ‘A model of destination image formation’, Annals of Tourism Research, Vol. 26, No.
4, pp. 868–897.
[5] Buhalis, D. (1998) ‘Strategic use of information technology in the tourism industry’, Tourism Management, Vol. 19, No. 5,
pp. 409-421.
[6] Choi, S., Lehto, X. Y., & Morrison, A. M. (2007) ‘Destination image representation on the web: Content analysis of Macau
travel related websites’, Tourism Management, Vol. 28, No. 1, pp. 118-129.
[7] Chow, W.S. & Chan, L.S. (2008) ‘Social network, social trust and shared goals in organizational knowledge sharing’,
Information & Management, Vol. 45, pp. 458–465.
[8] Chung, J.Y. & Buhalis, D. (2008) ‘Information needs in online social networks’, Information Technology and Tourism,
Vol. 10, No. 4, pp. 267-282.
[9] Donath, J.& Boyd, d. (2004) ‘Public displays of connection’, BT Technology Journal, Vol. 22, No. 4, pp. 71-82.
[10] Dwyer, C., Hiltz, S. R. & Passerini, K. (2007) ‘Trust and privacy concern within social networking sites: A comparison of
Facebook and MySpace’, Proceedings of AMCIS 2007, Keystone, CO.
[11] Fernandez, A. & Sabherwal, R. (2001) ‘Organizational Knowledge Management: A Contingency Perspective’, Journal of
MIS, Vol. 18, No. 1, pp. 23-55.
[12] Govers, R., Go, F. M. & Kumar, K. (2007) ‘Promoting Tourism Destination Image’, Journal of Travel Research, Vol. 46,
No. 1, pp. 15-23.
[13] Koskinen, K.U., Pihlanto, P. & Vanharanta, H.( 2003) ‘Tacit knowledge acquisition and sharing in a project work context’,
International Journal of Project Management, Vol. 21, pp. 281-90.
[14] Kotler, P., Haider, D. & Rein, I. (1993) Marketing places. Free Press, New York.
[15] Laurel A. Clyde. (2000) ‘A strategic planning approach to Web site management’, The Electronic Library, Vol. 18, No. 2,
pp. 97-108.
The Thirteenth International Conference on Electronic Business, Singapore, December 1-4, 2013
188

Kaewkitipong, Rotchanakitumnuai & Malai
[16] Lee, S. & O’Leary, J. T. (2006). ‘A Comparative Analysis of Multicultural Involvement in Culture and Art Activities’,
Advances in Hospitality and Leisure, Vol. 2, pp. 3-24.
[17] Madu, C.N. & Madu, A.A. (2002) ‘Dimensions of e-quality’, International Journal of Quality & Reliability Management,
Vol. 19, No. 3, pp.246 – 258.
[18] Mansfeld, Y. (1992) ‘Group-Differentiated Perceptions of Social Impact Related to Tourism Development’, Professional
Geographer, Vol. 44, pp. 377-392.
[19] Milano, R., Baggio, R. & Piattelli, R. (2011) ‘The effects of online social media on tourism websites’, Proceedings of 18th
International Conference on Information Technology and Travel & Tourism, January 26-28, 2011, Innsbruck, Austria.
[20] Ministry
of
tourism
and
sports,
2010,
http://www.mots.go.th/ewt_news.php?nid=2836&filename=index, accessed 22 May 2011
[21] Moustakis, V., Tsironis, L.& Litos, C. (2006) ‘A model of website quality assessment’, The Quality Management Journal,
Vol. 13, No. 2, pp. 22–37.
[22] Phelps, A. (1986) ‘Holiday destination image—The problem of assessment: An example developed in Menorca’, Tourism
Management, Vol. 7, No. 3, pp. 168–180.
[23] Plakoyiannaki, E., Tzokas, N., Dimitratos, P., & Saren, M. (2008). ‘How critical is employee orientation for customer
relationships management? Insights from a case study’, Journal of Management Studies, Vol. 45, No. 2, pp. 268–293.
[24] Robbins, S.S., & Stylianou, A.C. (2003) ‘Global corporate web sites: an empirical investigation of content and design’,
Information & Management, Vol. 40, pp. 205-212.
[25] Tan, G.W. & Wei, K.K. (2006) ‘An Empirical Study of Web Browsing Behavior: Towards An Effective Website Design’,
Electronic Commerce Research and Applications, Vol. 5, No. 4, pp. 261-271.
[26] Thevenot, G. (2007) ‘Blogging as a Social Media’, Tourism and Hospitality Research, Vol. 7, No. 3-4, pp. 287-289.
[27] Weinberger, D. (2007) Everything Is Miscellaneous: The Power of the New Digital Disorder, Times Books, New York.
[28] Wenger, A. (2008) ‘Analysis of travel bloggers’ characteristics and their communication about Austria as a tourism
destination’, Journal of Vacation Marketing, Vol. 14, No. 2, pp. 169-176.
[29] WTTC (2008) The 2008 Travel & Tourism Economic Research – Thailand, World Travel & Tourism Council, London.
[30] Xiang, Z. & Gretzel, U. (2010) ‘Role of social media in online travel information search’, Tourism Management, Vol. 31,
No. 2, pp. 179-188.

The Thirteenth International Conference on Electronic Business, Singapore, December 1-4, 2013
189

